Since their rise during the 1990s, business-to-business (B2B) electronic marketplaces have been subject to numerous scientific articles. Especially during the dot-com era, these research efforts have been accompanied by several start-ups such as CommerceOne, with mixed market success. For researchers looking for promising areas of IS research, these facts raise the question whether B2B electronic marketplaces still constitute a viable option which is worth focusing on. The work at hand strives to answer that question by conducting a literature analysis covering the period from 2005 to 2009. We examined 11 major IS-journals as well as three major IS conferences in search of articles dealing with or relating to B2B electronic marketplaces. The analysis of the data gathered throughout that process provides an overview of the B2B electronic marketplace research of the past five years from multiple perspectives. Our analysis indentifies several research opportunities for researchers, e.g., by indentifying research methods that have not been applied to examine certain topics, or by identifying geographical regions that have been under-researched regarding the application of B2B electronic marketplaces. Further, our work will help practitioners seeking reliable information regarding B2B electronic marketplaces to indentify publication outlets relevant for this field of research.
INTRODUCTION
After an initial set of publications during the late 1980s (e.g., Malone, Yates and Benjamin (1987) , Malone, Yates and Benjamin (1989) ), B2B electronic marketplaces attracted a large amount of interest in the IS research community during the 1990s. This development was also reflected by numerous start-ups related to the topic during the dot-com era. However, these commercial initiatives, e.g. CommerceOne, a producer of marketplace software, succeeded only partially in the market. Although CommerceOne participated, e.g., in the implementation of the well-known B2B marketplace Covisint, it was acquired by PerfectCommerce in 2006. In turn, Covisint's sourcing and services business was sold to FreeMarkets, which subsequently was acquired by Ariba (Forbes, 2004 ). Covisint's more promising data messaging business was sold to Compuware (Forbes, 2004) . In general, a key feature of commercial B2B electronic marketplaces has been the high failure rate (Klueber, Leser and Kaltenmorgen, 2001 ).
The area of B2B electronic marketplaces is under research for quite a long time now and its commercial exploitation is not always a success story. However, despite the high failure rate, B2B electronic marketplaces have become an indispensable component of various supply chains, especially in the car, metal and chemical industry (Computerworld, 2004; Economist, 2004) . From a scientific point of view, this raises the question whether B2B electronic marketplaces still constitute a viable area of research, worth focusing on for researchers. The work at hand strives to answer that question by conducting a literature analysis covering the period from 2005 to 2009. We examined 11 major IS-journals as well as three major IS conferences in search of articles dealing with or relating to B2B electronic marketplaces.
After this introduction, section "B2B Electronic Marketplaces" depicts current definitions of the term B2B electronic marketplace and presents a classification scheme based on our literature review. The literature selection process is detailed in section "Research Methodology". Section "Analyzing Recent Research Activities" reveals the results of our multi-perspective literature analysis, section "Limitations" outlines its limitations. Future research endeavors in the field of B2B electronic marketplaces are briefly described in section "Conclusion and Future Work".
B2B ELECTRONIC MARKETPLACES
There are various terms used almost synonymously for a B2B electronic marketplace: electronic market, EMP, e-hub, B2B exchange, or (B2B) e-market are some of them. Although the definitions for each term may slightly differ, the core concept is mostly the same. A selection of definitions based on our literature analysis is depicted in table 1.
Author(s)
B2B electronic marketplace definition marketplaces aiming at executing exchanges, and collaborative electronic marketplaces which encourage collaboration of the market participants.
Attribute Possible Values
Ownership Private Consortium-based Public
Industry Focus Vertical Horizontal

Goods Traded
MRO goods Primary Materials
Value Proposition Collaborative Transactional Table 2 : Classification scheme for B2B electronic marketplaces based on our literature analysis
RESEARCH METHODOLOGY
In our work, we adopted the framework for literature search proposed by vom Brocke, Simons, Niehavens, Riemer, Plattfaut and Cleven (2009). This research methodology consists of five phases which are depicted in figure 1. Each phase is explained in full detail in the following paragraphs.
Pfeffers and Ya (2003) 
DATABASE.
We also evaluated an intersection with AIS-listed journals that have 15 average rank points or less, however, the resulting set of journals was considered too small. As the AIS does not include conferences into its ranking, we directly included the three highest ranking conferences of the JOURQUAL2 IS and Information Management and Electronic Commerce rankings, which are the ICIS, ECIS and the ER conference.
After selecting relevant journals and conferences, we conceptualized the topic B2B electronic marketplaces by means of a respective seminar consisting of two graduate business students and four graduate computer science students. The seminar was held by one of the authors of the work at hand. The objective of that seminar was the formulation of a textbooks dealing with B2B electronic marketplaces in the context of electronic commerce.
The actual literature search was conducted in the next phase. Thereby, the archives of each journal and conference selected in phase I were searched manually, issue by issue, year by year. During this initial search, we decided upon relevance by title and abstract. As title and abstract do not always allow for an inference on the actual content of an article (Palvia and Pinjani, 2007), we included every article potentially covering our topic, resulting in a very broad literature index covering most aspects of electronic commerce and inter-organizational systems. We reduced that rather broad index for the first time by eliminating all articles with explicit B2C or C2C focus that was detectable by considering the abstract only. After this initial reduction step, we tried to get a full-text version of each remaining article by using various internet sources or soliciting the respective authors for a copy. After having received full-text versions of most of the articles (see table 3 for the articles not available full-text und thus not considered any longer in the analysis), we removed the remaining ones that focus B2C or C2C exchanges. An article was considered B2C or C2C related, if respective datasets were analyzed (e.g., EBay or Amazon datasets), or if the articles frequently referred to consumers. All remaining papers were included into the final literature index, if they explicitly referred to electronic marketplaces, resulting in a final set of 77 papers.
The final selection of articles was analyzed in phase IV. Therefore, we first of all collected author names, organization of each author, location of each organization, research method applied, and year of publication of each article. To identify the research method of each analyzed article, we incorporated the classification scheme of Palvia and Pinjani (2007) . In the next step, we iteratively clustered the locations of the organizations as well as the topics the analyzed articles are centered around. The resulting data model is depicted in figure 2 .
Throughout the entire literature search process, we developed a specific research agenda which we describe in section "Conclusion and Future Work".
ANALYZING RECENT RESEARCH ACTIVITIES
Two journals and one conference of the 11 journals and 3 conferences selected for our literature analysis did not publish articles on B2B electronic marketplaces. These are the SIAM Journal on Computing, the ACMTDS and the ER conference. The distribution of the 77 articles considered for our analysis on the remaining publication outlets is shown in figure 3 . Most of the articles were published in the JMIS, followed by the ECIS and the ICIS. Considering journals only, the top three publication outlets are the JMIS, the ISR and the IEEE Transactions on Engineering Management with 16, 8 and seven published articles, respectively. From our point of view, the low number of publications on B2B electronic marketplaces in the IJEC was surprising as the journal's name let us suggest a higher amount of respective articles in it. However, the IJEC seems to have its focus on B2C exchanges. Another interesting point is the research method dominating in each outlet: Especially the ECIS did provide a lot of case or field studies, whereas in the journals mathematical models or experiments are dominating.
The rest of this section provides a multi-perspective analysis of the research activities regarding B2B electronic marketplaces in the period from 2005 to 2009. We add explanatory notes for and try to derive possible research opportunities from each perspective.
Year of publication vs. type of publication outlet
One of the objectives of our literature analysis is to reveal the chronological development of the number of publications on B2B electronic marketplaces in supply chain management. First of all, we discovered that the overall amount of articles on the topic remained constant from 2005 to 2007, and is increasing since 2007. The amount of conference publications constantly increased since 2007, whereas the amount of journal publications remained relatively constant. As conference publications often report on ongoing research projects which frequently result in journal publications, we estimate an increasing amount of journal publications on B2B electronic marketplace-related topics in the course of the next years. Figure  4 depicts the chronological distribution of the analyzed articles. figure 5 .
Several articles are written by authors whose organizations belong to different geographical clusters; in order to appropriately represent this fact, we assigned a weight of one to each article and divided that weight by the number of authors of the respective article. The proportion of each author was subsequently added to her organization's geographical region. It is worth mentioning that the North American IS-community provided the most contributions to journals, whereas the European one seems to prefer conferences as publication outlet. By far the most research was done in North America.
Year of publication vs. region of authors' organization
Further, we analyzed the amount of publications of each geographical cluster in its chronological sequence. Surprisingly, the European publication behaviour seems to be directly opposed to the North American one. In the period from 2005 to 2006, the dramatic decrease in publications on B2B electronic marketplaces from North America was cushioned by publications from Europe and Asia. Please see figure 6 for an overview of this perspective. is of particular interest, as it may allow for an inference on potential regional research opportunities in the field of B2B electronic marketplaces in Europe.
Focus of analyzed articles
As already described in section "Research Methodology", we iteratively clustered the topics the analyzed articles are centered around. The analysis of the resulting data reveals that most of the research on B2B electronic marketplaces concentrates on the clusters Success Factors and Value Propositions, as well as Auctions, Negotiations and Agents. As shown in figure 7 , these topics are examined in more than half of the analyzed articles.
Focus of article vs. region of authors' organization
To identify possible research opportunities within the geographical clusters, we analyzed the focus of the articles in conjunction with the geographical clusters. The results are depicted in figure 8 . The relative small percentage of research on Adoption Issues in Europe may indicate further research opportunities in this field and geographical region. Trust and Reputation seem to play a more important role in research on B2B electronic marketplaces in Europe than in the rest of the world. The more technology-oriented cluster Flexibility and Semantic Web is subject to intense research in Asia. This may indicate technology-oriented research opportunities in this field in the western world. 
Research Methodologies
The dominating research methodology in B2B electronic marketplace research is the Experiment, followed by Survey, Secondary Data, Field Study and Case Study. An overview of all research methodologies applied in the analyzed articles is provided in figure 10 .
Region of authors' organization vs. research methodology
This perspective on the B2B electronic marketplace research activities of the last five years reveals a very small number of Figure 11 depicts this perspective in detail.
Focus of article vs. research methodology
A possibility to gain new insights into a field of research is to apply research methodologies that have not applied to that field before. As also depicted in figure 11 , our analysis reveals such possibilities for the field of B2B electronic marketplace research. Surprisingly, adoption issues were hardly researched using 
LIMITATIONS
The short time period covered by our literature analysis and the number of examined publication outlets are two major limitations of the work at hand. The resulting small number of analyzed articles implies a limited validity of our findings and conclusions. Further, we took the German JOURQUAL2 ranking and intersected it with the AIS ranking. As the German JOURQUAL2 is highly business-oriented, technical issues are disregarded to a certain extent. Thus, we may have created a bias regarding the topics the analyzed articles are centered around. Finally, the AIS ranking contains by far more USoriginated journals than journals originated from other countries, which may create a bias regarding our analysis of research efforts on B2B electronic marketplaces in different geographical regions of the world.
CONCLUSION AND FUTURE WORK
Although B2B electronic marketplaces have been subject to extensive research for more than two decades now, the increase of publications on the topic throughout the last three years led us to the conclusion that there is still a demand for further research. Moreover, several case or field studies report on successful B2B electronic marketplaces, which may indicate a successful incorporation of experience gathered by the analysis of past failures and successes. Summarizing our results, we believe that B2B electronic marketplaces still are a viable area of research which we consider worth focusing on.
A synthesis of literature is expected to result into a research agenda comprised of promising questions for future research. We briefly describe the research agenda we developed during our literature analysis in the next paragraphs.
Most B2B electronic marketplace research has focused on the value and role of B2B electronic marketplaces in industrial marketing. We are convinced that examining B2B electronic marketplaces from another point of view may offer new insights. For example, conducting a field study covering entrepreneurial ventures may help to answer the question "Do B2B electronic marketplaces help entrepreneurs to identify markets niches?". A challenge that will need to be addressed in order to be able to answer that question is the identification of corresponding start-ups within the different industries.
Further, we consider studies on the use of standards in B2B electronic marketplaces as interesting. As standards allow for a high degree of inter-operability, a high degree of standardization within B2B electronic marketplaces would allow business processes that cross marketplace boundaries. Such interoperable B2B electronic marketplaces could open opportunities for marketplace federation concepts by private or public organizations, thus fostering the vision of a single global electronic market. In order to measure the degree of standardization, first of all a standard framework for B2B electronic marketplaces needs to be developed, using a design science approach. On the basis of this framework, a field study or survey comprised of major B2B electronic marketplaces of each industry could be conducted in order to measure the actual degree of standardization.
